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Kuru 

Brand platform 

Vision@ 
• • 

n11ss1on 

Vision (what we hope to achieve) 

To keep payments simple in a complex 
world. 

Mission (how we will get there) 

We're building an ecosystem of payment 
solutions that are driven by advances in 
technology - but remain focused on 
connecting people. 
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Kuru 

Brand platform 

Kurv 
narrative 

The Kurv story in a nutshell 

Running a business is corr1plicated, especially when inforrr1ation is 
overwhelrr1ing and change happens fast. At Kurv, we believe in rerr1oving 
corr1plexity, not adding to it. We sirr1plify payrr1ents so our custorr1ers 
have the freedorr1 to grow. 

No rr1atter the industry, business is about connection. We're here to 
ensure that payrr1ents don't get in the way by delivering straightforward 
solutions that evolve alongside our custorr1ers and their goals. 

We support our custorr1ers as new technologies err1erge and systerr1s 
advance so that they can accept payrr1ents whenever and wherever their 
business takes therr1. 

We want our custorr1ers to be able to get on with the business of running 
a business. No hang-ups. No hurdles. No headaches. Just the freedorr1 
that corr1es with efficient, transparent payrr1ent processing and a partner 
they can rely on. 
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Kuru 

Brand platform 

Brand 

values 

Transparency 
We don't just talk about trust; we 
earn it by building lasting 
relationships on clear, honest 
communication. 

Responsiveness 
We've built a people-first 
approach into our business. As our 
customers' needs change over 
time, our people respond with 
expertise, knowledge, and 
experience. 

Dependability 
We act with consistency, clarity, 
and care, delivering excellence to 
every customer. 

Problem-solving 

Efficiency 
We keep payments streamlined, 
simple, and efficient. 

Every business has different needs. We delight in creating exactly the 
right solution, based on the latest technology, to solve each of our 
customers' unique problems. 
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Kuru 

Brand platform 

Brand voice 

Personable professional 
We value relationships and personal connections, 
but we also offer experience and expertise. The way 
we communicate reflects that. We don't overwhelm 
or alienate our readers with jargon, but we don't 
undermine our credentials with informal language. 
We're aiming for the equivalent of business casual. 

Honest broker 

Transparency is a core part of our brand, so we don't 
hide behind language. No obfuscations, no 
smokescreens, no fluff. Our voice is clear, direct, and 
brief because clarity builds trust. 

7 

Enthusiastic explorer 
There's always room for genuine enthusiasm when it 
comes to new solutions, great technology, a problem 
solved, or a customer success story. If we 
demonstrate authentic excitement about what we do, 
then our customers will too. 

Confident counsel 

We know what we're doing, and we've been doing it 
for a long time. So, while we don't cross the line into 
arrogance, we have earned the right to present 
ourselves with confidence, especially as it inspires 
confidence in our customers. 

BRAND GUIDELINES I VERSION 7.0 I  2025





Kuru 

Brand messaging 

Its purpose 
Your messaging platform is the foundation for how 
you communicate with your audiences. It gives you 
clear, reusable language that outlines who you are as a 
brand, what makes you different, what your goals are, 
and how you'll go about achieving those goals. Having 
a clear understanding of who you are as a brand and 
how you describe yourself is essential to compelling 
storytelling. 

Similar to your brand platform, which outlines your 
vision and mission at a high level, your extended brand 
messaging is designed to help you create a 
memorable and cohesive impression in everything 
you do and say. 

It helps to ensure that all communications reflect what 
makes you special, resonates with stakeholders, and 
enables you to stand out. It should be used to inform 
every touchpoint - web copy, brand collateral, as well 
as the language used by employees. 

To be successful, brand 
messaging must: 

• Be easy to digest, clear, and concise

• Remain simple and memorable

• Hit on your core differentiators

• Be quickly presentable to, and applicable for,

key stakeholders
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Kuru 

Brand messaging 

Un1brella 
n1essag1ng 

Kurv is a trusted provider of payn1ent solutions to businesses of all kinds. We 
sin1plify payn1ents so that our custon1ers have the freedon1 to grow . 

Our ecosysten1 of payn1ent solutions enables us to n1eet the unique needs of each 
of our custon1ers. We're driven by advances in technology but ren1ain focused on 
connection. 

Our business is built on a simple idea: better 

payments means better business. 

This is why we're focused on removing complexity and 
building solutions that are streamlined, reliable, and 

efficient. Off line or online, we provide merchants with 

technology they can depend on and a reliable 

support system of payment professionals. 

We offer technology our customers want to use -

without the burden of unnecessary functionality or 

needless costs. Our commitment to transparency 

means every customer gets exactly what they need 

and can get on with running their business. 

A people-first approach is at the heart of Kurv. We 

prioritize personal, long-term relationships and a 

problem-solving mindset. As our customers' needs 

evolve, we respond with knowledgeable experience, 

keeping their tool set up to date and their business fit 

for the future. 
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Kuru 

Brand messaging 

Proof 
points 

Kurv delivers flexible solutions 
tailored to every business. 

Our customers get the technology suite they want, 
the functionality they need, and the service and 
support they expect. We take care of the rest with 
straightforward onboarding, quick decision-making, 
and rapid connectivity. 

Kurv is built to be relied on, with 
support available 24/7 /365. 

We don't let our customers down after the 9-to-5 or 
force them to speak to a bot. We provide personal, 
knowledgeable service every time and pride 
ourselves on solving problems, not creating them. 

Kurv is corr1rr1itted to and excited 
about offering @ developing payrr1ent 
technology that custorr1ers need. 

We embrace innovation - from real-time payments 
to intuitive dashboards - and we're ready for what's 
next in Al, security, monitoring, and beyond. 

Kurv values direct relationships with 
our custorr1ers @ our agents. 

ll 

As a wholesale processor, we cut out the middleman. 
Due diligence= handled. Deployment= done. This 
way, we better serve our customers, control our 
costs, and respond to needs quickly. 

Kurv works with rr1ultiple sponsor 
banks to give our custorr1ers peace of 
rr1ind. 

Because we have access to a wider variety of credit 
policies, we get merchants approved faster and with 
better terms, regardless of their risk profile. 

Kurv is reliable because of our 
business structure @ stability 

We have a long history in the payments space. We 
are funded by private equity, and our knowledgeable 
executive board and notable leadership team are 
focused on long-term success and sustainability. 

BRAND GUIDELINES I VERSION 7.0 I  2025



Kuru 

Brand messaging 

Tailored to 
n1erchants 

Kurv is your trusted payn1ents partner, ally, and support systen1. With Kurv, you 
can accept payn1ents, enable security and functionality add-ons, and n1anage 
operations within your n1erchant dashboard. Getting approved is quick - no 
downtin1e or worries. 

Regardless of your business or sector, Kurv has the 

solutions to suit you. 

Our always up-to-date systems and strong track 

record of finding our customers the right processing 

at the right price sets us apart. You choose what you 

need, and we provide the support, technology, and 
connectivity to make it happen quickly. 

We've streamlined the payments environment by 

building an ecosystem of payment tools. Instead of 
managing multiple relationships with service 

providers, processors, gateways, and fraud 

prevention, you get one login, one bill, and one call to 

make when you need support. 

It's all part of our commitment to building reliable, 

long-term relationships. With our always-there, 

always-available approach, you can always be 

confident that your business is in good hands. 
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Kuru 

Brand messaging 

Tailored to 
agents 

Kurv is a wholesale ISO trusted by 111erchants and partners of all kinds. We have 
deep roots in the pay111ents space and a long history of success with our agent 
network. Built for growth, backed by experience. 

As an established provider funded by private equity 

with a mature governance structure, we are 

committed to long-term relationships with our 

agents. Dedicated to transparency, we focus on 

solving your pain points. 

With expedited approvals, custom agreements, 

sundown support, and timely, accurate payouts, Kurv 

ensures a perfect fit. 

What's more, Kurv is committed to the future. We 

offer robust technologies, develop targeted 

solutions, provide varied pricing models, and take the 

pain out of deployment. It's scalable, manageable, 

and built to last. 

We do what we can because of our relationships with 

multiple sponsor banks. A range of risk appetites and 

preferred verticals means we always find the right 

home for your merchants. 
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Kuru 

Brand assets 

Logo 

Our logo word mark is clean and 
simple. Created around 
humanistic characters, it 
balances intrigue through 
crafted curves and unification 
through unicase letters. 

It is both approachable in its 
organic nature, yet strong and 
assertive in the bold characters. 

To ensure legibility, there are two 
versions, Dark and Light green. 
You should use the version that 
provides the best visibility from 
the background. 

The Kurv logo should always be 
given room to breathe. You 
should use the diagram to show 
the expected minimum safe 
space required. 
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Dark green version Logo safe zone 

Light green version 
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Kuru 

Brand assets 

Logo 
variations 

In some rare occasions, you may 
need to use a black or white 
version of our logo. These should 
only be used when it is 
specifically required. 

You should always aim to use one 
of our master color versions for 
your communications. 
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Black version 

White version 
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Kuru 

Brand assets 

Logo 
lockup 

There is also a KurvPay lockup 
which can be used in specific 
scenarios where it is decided that 
Kurv on it's own does not provide 
enough context for the viewer. 

Always receive prior approval 
before using this logo in any 
scenario. 

Horizontal version 

Stacked version 

Pay 

77 

Horizontal version 

Pay 

Stacked version 
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Kuru 

Brand assets 

Logo 
lockup 

There are other Kurv lockups 
which can be used in specific 
scenarios where it is decided that 
Kurv on it's own does not provide 
enough context for the viewer. 

Always receive prior approval 
before using this logo in any 
scenario. 

Horizontal version 

AGENT 

Stacked version 

AGENT 

Other possible versions 

KUrllMERCHANT 
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Horizontal version 

Stacked version 

KUrllLEGAL KUrllsALES 
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Kuru 

Brand assets 

Logo dont's 

Our logos are available across 
different file formats for you to use 
in communications. You should 
never look to create the logo 
yourself. 

Here are some of the things you 
should not do with the Kurv logo: 

l Place the logo in another color

2 Place the logo in italics 

3 Insert an image into the logo 

4 Apply a drop shadow to the logo 

5 Outline the logo 

6 Recreate the logo in another font 

7 Use the logo to create a pattern 

8 Place the logo on a visually busy background 

9 Apply a stylised effect to the logo 

10 Apply a gradient to the logo 
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X X 

2 7 

X 

3 8 

X X 

X X 

5 10 

X X 
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Kuru 

Brand assets 

Color 

Palette 

The Kurv brand colors embrace the 
values of the business. 

Our primary palette of greens are 
our core brand colors. They 
provide a sense of being grounded 
and trusted by our customers. 

Our secondary palette of greens 
provides a bright and energetic 
reflection of the innovative 
mindset at Kurv. 

The Font and CTA palette allows for 
clear and legible copy while 
offering a punchy yet warm orange 
for CT As to stand out across 
communications, providing 
contrast. 

The accent palette supports our 
green tones. These colors should 
only be used when absolutely 
necessary and should never be 
more dominant than our primary or 
secondary colors. 

Primary------------------------- Sec ondary ______ __, 

#E8F9CE 

R232 G249 B206 

#AlF79C 

Rl6 l G247 B156 

#B2F752 

Rl78 G247 B82 
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FontsandCTA's -------- Accent-----

#333138 

RSl G49 B56 

#5F6368 

R95 G99 B104 

#EF9000 

R239Gl44 BO 

#EFF2F2 

R239 G242 B242 

#D2E7E5 

R210 G231 B229 

#D8FFE1 

R216 G255 B225 

#B8FCDD 

Rl84 G252 B221 

#F8EFE1 

R248 G239 B225 

#F6E5BC 

R246 G229 B188 
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Kuru 

Brand assets 

Color 

Gradients 

Light and dark gradients can be 
created using the Freeform 
gradient tool in Adobe Illustrator. 

These can be used to create 
movement and tonal variation in 
the backgrounds of our 
communications. 

27 

Primary-----------------------------------------------------------

#E8F9CE #AlF79C #C2F767 #1B4F30 #AlF79C #22A276 #1B4F30 #E8F9CE #D5F7Al #C5F4AD #E8F9CE 

Secondary ----------------------------------------------------------

#EFF2F2 #D2E7E5 #EFF2F2 #FSEFEl #F6E5BC #FSEFEl #D8FFEl #B8FCDD #D8FFEl 
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Kuru 

Brand assets 

Graphics 
Icons 

Our primary colors form a light 
base and filled in solid graphic on 
top to create our icons. Leave a 
buffer of 60% around the icon. 

#E8F9CE 

.... 

0 

.a 
... 
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+ 

#1B4F30 

mt 

0 • 
••
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Kuru 

Brand assets 

Typography 
Headlines 

Our headline typeface, Fraunces 
Light, perfectly embodies the 
personable and trustworthy 
nature of the Kurv brand. This 
modern, serif typeface is full of 
character whilst feeling 
grounded and established. You 
should use Fraunces Light for any 
headlines in your 
communications, it can also be 
used for pull out facts, figures or 
quotes. 

Fraunces Light 

abcdefghijklmnopq 
rstuvwxyz 
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ABCD EFG HIJKLMN 0 
P ____ RSTUV XYZ 

1234567890 !®£$96/\ &*() 
i€#¢oo§,r. ao
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Kuru 

Brand assets 

Typography 
Body Text 

Plus Jakarta Sans is our body text 
typeface. It is a clean, functional 
and modern san serif type that 
should be used for any long form 
body messaging. There are a 
range of weights that you can 
used to create visual hierarchy in 
your copy. 

Plus Jakarta Sans Light 

24 

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSs 
TtUuVvWwXxYyZzl234567890 !@£$% /\ &*() 

Plus Jakarta Sans Regular 

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSs 
TtUuVvWwXxYyZz 1234567890 !@£$% A &*() 

Plus Jakarta Sans Medium 

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSs 
TtUuVvWwXxYyZzl234567890 !@£$% A &*() 

Plus Jakarta Sans Semibold 

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSs 
TtUuVvWwXxYyZzl234567890 !@£$% A &*() 
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Kuru 

Brand assets 

Typography 
Hierarchy 

You can use the examples here to 
help format how text should be 
approached. 

Use our dark primary green for 
headings on light backgrounds 
and white on dark backgrounds. 

Measure contrast for 
accessibility (font against 
background at Webaim contrast 
checker) to ensure copy is legible 
for all readers. 

Kurv Introduces 
an Ecosystem 
of Tech-Driven, 
People-First Solutions. 

Lique verio consenihil ium, 
susam vento dolores tissita 
doluptate pos sunt occupta. 
Et lam enda conecati de et lisi 
volore culpa volupid ernatur 
rerferume venim ipsuntur modi con 
pre omnis num fugiam ommolore 
nonsenit asperum atur totat. Tern 
aut omnit mod is es int ut qui cuptat 
ratia destem rentur magnihicias cus 
ere quibus acea con pro cus 
optatur autend. 

" Axim a sunt mos 
unt, ute sit earum 
evendignihil id mint 
liqui in cum qui id 
milluptatem duntiur 
aperfer rumquate inti 
id ut autecea quibu 
sant liem santo." 

Lamenda conecati 

Commercial Director 

01 
/0 

25 

See significant savings 
with a rate review of their 
current mobile credit 
card processing provider 
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Kuru 

Brand assets 

Tier 1 
In1agery 

OurTierl imagery style is based 
on warm and engaging lifestyle 
photography that reflects that 
variety of customers that Kurv 
partners with. The intention is to 
see them in their world without 
placing overt focus on payments. 

This approach reinforces Kurv's 
personal approach to working 
with their customers and 
understanding their 
environments. 

Kurv is to be positioned as a 
lifestyle brand with visual support 
for that coming through in 
photography. 

This style should be used as the 
main imagery for any 
communications. 
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Kuru 

Brand assets 

Tier 2 
In1agery 

Our Tier 2 imagery should be 
used to support our Tier l 
imagery. 

The context of the photography 
is based more directly on modern 
payment methods. 

The imagery uses warm tones to 
align with the brand's visual 
language. They also highlight 
technology as a focal point, 
utilizing depth of field to 
emphasize this focus. 

As this is a supporting style of 
imagery, it shouldn't be the hero 
image used for communications. 
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